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The credit card industry has become increasingly popular over the past
decade. Although the market has not reached saturation yet, fierce competition
has driven the banks to offer incentives and elaborate services to enhance the
credit cards. Banks must take positions which enable them to differentiate their
cards from the sea of other cards in order to gain market share and develop a
broader customer base.
Affinity marketing is on the fast track. An increasing number of credit
institutions and associations are employing this hot new strategy to achieve
synergy. Banks establish a customer base with lower delinquency rates and
higher outstanding associations receive non-dues revenue from the banks in the
form of royalty payments.
The purpose of this project is to apply the affinity marketing concept in
launching a University Alumni Credit Card for the Hong Kong University Alumni
Association. A detailed analysis of the external and internal factors is used as the
basis for constructing a marketing plan for the new product launch. The target
market segment is identified and marketing objectives are set for both the Market
Penetration and Card Usage Boosting stages of the campaign. Finally, a control
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Credit card companies in Hong Kong offer three kinds of card products,
namely, credit card, debit card, and charge card(also known as Travel
Entertainment card).
A credit card is a credit-oriented service. Examples include the Visa Card
and MasterCard. The credit card is so named because the cardholder is given
a credit limit within which the outstanding balance can be carried forward. The
cardholder is required to make a minimum monthly payment on his account and
approximately 2% interest is charged on the revolving credit. Installment
payments are allowed and the cardholder is entitled to overdraft service.
The debit card is just another form of cash. Transactions are charged
immediately against the cardholder's savings account through an electronic
network. The cardholder simply inserts his card into an electronic scanner and
keys .in his password to attain direct access to his account. A typical example of
a debit card is the EPS (Electronic Payment System).
2A charge card is a service-oriented product. Examples include the
American Express Card' and Diners Club Card. It has no pre-set credit limit.
The issuer will authorize or decline a transaction in the authorization process,
based on the credit limit set internally. Month-end balance must be settled in
full and cannot be carried forward.
I.I.B Market Conditions
With the introduction of the credit card concept to Hong Kong by the
East Asia Bank Card Centre under a joint venture between the East Asia Bank
and the AmeriCard Ltd. in 1965, the Card experienced an initial stage which
was mainly of charge card nature. It was not until the 1970s, with the rising
living standard in Hong Kong, that true credit cards were introduced. The credit
card concept has become increasingly popular in Hong Kong over the past
decade. The Chinese population has gradually changed its attitude towards the
use of credit cards. The impression of `purchase with future money' is now turned
into `convenience and earnings from credit line'.
1.2 Affinity Marketing in Hong Kong
Over the past few years, the number of credit card subscriptions in Hong
Kong has grown rapidly. Although the credit card business has not reached
saturation yet, the population of credit-worthy consumers has mostly been
solicited as a result of fierce competition. Banks use roughly the same qualifying
criteria therefore, they must differentiate their cards from the sea of other bank
offerings so as to increase the response rates to their credit card solicitations.
1The Optima Card, which is a credit card, has not been introduced in Hong Kong yet.
3
Some are competing on price-- waiving the annual fee for the first year or
rewarding heavy usage with bonus dollars which are applicable to the purchase
of selected brand-name merchandise. Others are tacking on increasingly
elaborate services to enhance the card. Banks must take positions which enable
them to gain market share and develop a broader customer base.
The price war between Chase Manhattan Visa and Hongkong Bank Visa
in 1987 highlights the immense competition among the banks in soliciting credit
card subscriptions. The Chase Manhattan Bank waived the first year annual fee
on its Visa Card and launched an aggressive promotion for a `Super Lucky Draw'
with a BMW 325i Convertible as the prize. The Hongkong Bank waived the first
year annual fee and offered a $500 cash voucher bonus to existing Chase
Manhattan Bank or Bank of America Visa cardholders if they switched their
credit cards to Hongkong Bank Visa.
The hottest new strategy is affinity group marketing. Affinity marketing
is the dynamic process of strategically positioning your product or service as an
official membership service within the scope of an affinity group's purpose or
mission. The bank targets organizations of people with common interests. By
forming cooperative pacts with clubs and other associations, the bank can then
parlay customer or membership loyalty to another organization into a receptive
audience for its own card offering. The bank is responsible for marketing the
credit card to the association members as an official membership service. The
marketing approach must reflect the bank's understanding of this critical
positioning for the marketing arrangement to be successful. Marketing efforts
should always be executed under the guidance and watchful eye of the
association. Non-profit organizations such as professional or college alumni
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associations are among the most receptive affinity groups. Group loyalty is
believed to produce impressive response rates to credit card solicitations.
Establishing an effective partnership in affinity marketing requires patience
and savvy. Beyond the financial arrangement, there are some less tangible
elements--- sensitivity to the club and the special needs of its membership. The
key to increasing the response rate to credit card solicitations lies in
understanding the purpose and needs of the affinity group. The better a bank
identifies and associates the card package with the common interests of the
group, the greater the chance of increasing the response rate. Banks should
review the mission statement of the association in tailoring a card package that
would fit within the scope. The package must be able to satisfy two levels of
needs, namely, those of the association itself 4nd its members. In other words,
the package design should help the association in fulfilling the expectations of its
members and maintaining continuity of image and purpose.
Affinity marketing is on a fast track. An increasing number of credit
institutions and associations will employ this new hot strategy to achieve synergy.
Banks will be able to establish a customer base with lower delinquency rates and
higher outstanding balance, whereas associations will receive non-dues revenue
from the banks in the form of sales royalty payments.
The first worldwide-accepted affinity card launched in Hong Kong was the
Club Grand Platinum-- MasterCard issued by the International Bank of Asia.
Other localized affinity cards include the Hong Kong Daimaru Credit Card issued
by the Hang Seng Credit Card Ltd., the Sogo Card issued by the Citibank Card
Centre, the Fortress Card issued by the Bank of Credit and Commerce, the
Mandarin Oriental Gold Card issued by Hongkong Bank, the Wing On Card, the
5
Shell Card, the Mobil Card, the Park'n Shop Card, etc.
In view of the forthcoming market saturation, credit card companies in
Hong Kong should take proactive action in formulating their business strategy
so as to ensure a successful future. Affinity marketing will no doubt play an
important role in the credit card industry.
I.3 Purpose of the Study
University alumni associations represent a good affinity market. They
are demonstrated good payers and are sensitive to the importance of establishing
good credit. The old school tie sells and stimulates the response rate to credit
card solicitations. By cloaking the identity of the credit card in the identity of the
Alumni Association, it becomes subject to the transference of loyalty and trust
of the members. Together with a unique customer-oriented credit card package,
the bank can readily establish an affluent customer base. On the other hand,
an affinity card enhances the sense of belonging to the Alumni Association and
also helps it to grow by increased revenue through sales royalty.
In this study, the concept of affinity marketing will be applied in
formulating a marketing plan for launching a University Alumni Credit Card for
the Hong Kong University Alumni Association. The decision problem is,
therefore, how to market the Alumni Card. The University Alumni Credit Card
should evolve as a unique affinity card which is capable of differentiating itself
from the sea of other credit cards. The purpose and mission statement of the
Hong Kong University Alumni Association, as well as the needs of its
membership, will be studied carefully in designing an appropriate package for the
affinity group. The marketing research problem is to analyze the demographic
6an d psychographic characteristics of the potential customers. Market conditions
and competitive environment will be analyzed in developing the marketing
objectives and marketing plan for launching the new product.
I.4 Scope of the Study
Affinity marketing is a proactive strategy which achieves synergy for both
partners, namely the Alumni Association and the issuing bank of the credit card.
In this study, emphasis will be placed upon the efforts of the issuing bank in
designing a tailor-made credit card package for the Association members and
formulating a successful marketing plan for launching the new product.
Only direct competition from other credit cards will be analyzed in
constructing the competitor profile in Chapter III. Secondary competition arising
from charge cards and debit cards will not be discussed.
1.5 Limitations
Key business figures such as market shares and penetration rates are
confidential to the credit card companies. Neither are there any available market
surveys or statistics for reference. Consequently, data regarding competition in
the credit card industry are collected from secondary sources. Estimates by
industry people might not be entirely representative of the credit card industry.
1.6 Overview
The following chapters constitute a step-by-step process towards the
development of a marketing plan for launching a University Alumni Credit Card
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for the Hong Kong University Alumni Association. Chapter II provides a
detailed explanation of the research methodology. Information sources and a
framework for the construction of the marketing plan will be discussed. Chapter
III gives a comprehensive analysis of both the external and internal threats and
opportunities facing the new product launch. Chapter IV segments the market
according to the characteristics of the affinity group. On identifying the target
market, Chapter V sets the marketing objectives for the marketing plan. The
marketing variables are then developed in Chapter VI. Finally, Chapter VII





To apply the concept of affinity marketing in launching a. University
Alumni Credit Card, a literature search is performed on basically three areas,
namely, the credit card industry, affinity marketing, and credit card marketing
(Apart from manual search, a computer-assisted search is done using the
ABI/Inform). Various articles and journals on the topics are used as references.
Other texts of marketing strategies and research methods are also studied to
develop an effective marketing plan for the product.
II.2 Marketing Research
Intensive marketing research is done for constructing the four profile
reports, namely, product profile, competitor profile, market profile, and customer
profile. The information obtained will serve as the foundation for developing and
formulating the marketing objectives and strategy at a later stage.
II.2.A. Product profile




Although the University Alumni Card is one of its kind in the credit card
market, it faces direct competition from all other internationally accepted credit
cards such as Hongkong Bank Visa, Standard Chartered MasterCard, Citibank
Visa, etc. Information regarding entry requirements, range of services offered,
and entrance and annual fees of each of the competitors is gathered from card
application packages, newspapers and magazines. Due to limitations in
the collection of market share and penetration figures, exploratory research has
to be done. Information is obtained from surveys of industry people. Secondary
competition from debit cards such as the EPS and charge cards such as American
Express and Diners Club are outside the scope of this study.
II.2.C Market profile
The market for the University Alumni Credit Card is the Hong Kong
University Alumni Association. Information regarding the organizational purpose
and mission, as well as the membership structure, are obtained from the
association.
The current market situation of the credit card industry is obtained from
secondary data sources and industry estimates.
II.2.D Customer profile
There are basically two components in our affinity group, namely, the
existing Hong Kong University Alumni Association members, and the graduating
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Hong Kong University students who are potential members of the Association.
Questionnaires are sent to existing Alumni members to collect information
regarding their degree of satisfaction and participation in the activities organized
by the Association, demographic and psychographic data such as their attitudes
towards the Alma Mater, ...etc, and competitor position. The target response
rate is 30%.
Information related to the graduating students including sex, age, number
of graduates, average starting income, area of study, etc. is obtained from the
University Appointments Office.
11.3 Marketing Strategy Formulation
Using the profile reports as a foundation, the affinity group is segmented
according to the characteristics and opportunities that exist in the market. The
target market is chosen as the one with the highest potential for market
penetration. Marketing objectives are set for the market penetration and card
usage boosting stages of the campaign, respectively. Finally, a marketing plan
which defines the product design, pricing, promotion, and distribution variables
is developed for the University Alumni Credit Card launch. The time frame
and budget for the promotion are also set in the planning process.
Finally, a control framework for monitoring and measuring the





III.1.A Strengths of the Alumni Card
i. Uniqueness of the Alumni Card
The Alumni Card is the only credit card in Hong Kong which is issued
exclusively to the H.K.U. Alumni Association members. It implies that the
Alumni Association members form a privileged group which has the right to
apply for the Alumni Card.
ii. The Image of Prestige
With emphasis on the privileged position of the Hong Kong University
Alumni Association members and image linked to the renowned and esteemed
University 'bf Hong Kong, the card symbolizes prestige in that not everyone is
eligible to hold it.
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iii. Services relating to the Hong Kong University Alumni Association
When cardholders have to pay for services associated with the Hong Kong
University Alumni Association, they may use this Alumni Card. Furthermore,
reservations for functions organized by the Hong Kong University Alumni
Association can also be made by a phone call to the card issuer. These can be
considered as a form of convenience.
iv. Visa Franchise
The Alumni Card will be issued under the brand name Visa Platinum
Card it means that the card will be internationally accepted and hence can be
used in over 5.8 million establishments throughout the world.
v. Credit Facility
As a platinum card, the Alumni Card offers a very high credit limit to the
cardholders. The credit limit, of course, depends on the applicant's earnings.
However, in light of the high earning power of the Association members, very
high credit limits (expected to reach as high as H.K.$ 200,000) will be granted to
the credit worthy Association members.
III.1.B Weaknesses of the Alumni Card
L Small Customer Base
The greatest weakness of the Alumni Card is the size of the potential
customer base. The Alumni Card can only be issued to members of the Hong
Kong University Alumni Association, which has about 400 members taking
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spouses into account, the total number of potential cardholders is about 800.
ii. Lack of Promotional Channel
The most direct promotional channel available for the Alumni Card is by
the direct mailing method. Others include advertisements placed in the
Convocation newspaper2 or posters on the Alumni Association's premises.
Because of the small customer base, it is not feasible to employ the mass media
such as TV or radio for promotional activities.
111.2 Competitor Profile
The University Alumni Credit Card faces direct competition from all
internationally accepted credit cards. Secondary competition from debit cards,
charge cards and other locally accepted credit cards do not pose immediate
threats to our product. Despite the fact that there are numerous issuing banks,
the direct competitors can be classified basically into three categories, namely,
Classic Visa Card, Premier Visa Card, and MasterCard. The monthly income
requirements, annual fees for principal and subsidiary cards, and the range of
services offered by each category are summarized in the table on the next page.
2 The Convocation newspaper is a monthly publicity printed by the Hong Kong University
Convocation and is sent to all graduates of the University of Hong Kong.
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$60-$75$120-$150Classic $3,000 Flexible payment





from 14 to 25 days,
interest on revolving
credit 2% to 2.25%,
some with free
insurance on loss and
damage of purchased
goods.
100% lost cardPremier $150$300-$350$12,500










Flexible repaymentMasterCard $3,000 $60$120




Looking at market share and penetration figures, the American Express
and Diners Club are reported to have dominated the charge card market and
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their respective shares are roughly the same. However, in the credit card market,
Hongkong Bank(H.K.B.), together with Hang Seng Bank(H.S.B.), own the largest
shares. This is partly due to their strength in the retail banking business. Both
banks have extensive branch networks and well-established local images. The
cardholder can enjoy 24-hour credit card banking facilities through the Bank
Group's ETC (Electronic Teller Card) system located in Hong Kong, Macau and
China. The Hongkong Bank is very aggressive in promoting its credit cards. The
card package is constantly improved to offer more benefits, flexibility,
convenience, and security to the cardholders. The major weakness of the
Hongkong Bank is that the level of customer service is generally insufficient.
On the contrary, Hang Seng Bank has a tradition of excellent customer
service. It is gradually putting more effort into marketing its credit card so as
to ensure success in the marketplace.
The second largest player is the East Asia Bank Card Center. It was the
first financial institution to launch a credit card in Hong Kong in the 1960s. The
third market leader is the Standard Chartered Bank with a share of about 11.5%.
It is a member of the JETCO (Joint Electronic Teller Service Ltd., a company
that provides integrated ATM network facilities to all of its 22 member banks),
which is established to counter-act the H.K.B. and H.S.B. Group's ETC network.
The Standard Chartered Bank also has an extensive branch network and a
well-established local image. The level of customer service is generally better
than the Hongkong Bank. The Free Purchase Protection feature of its credit
cards, which offers free insurance against loss, theft or breakage on purchases, is
unique in the market. However, the card issuance process is generally felt to
be too slow and cautious.
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The key players in the credit business and their respective market shares
are summarized as follows:
CREDIT CARD COMPANIES AND CARDS ISSUED
Market Share2Credit Cards Issued'Credit Card Company
2.89%Classic Premier VisaBanque Nationale de Paris
4.81%Classic Premier VisaChase Manhattan Bank
28.46%Local, Student, ClassicEast Asia Bank Card Centre
Premier Visa
15.17%Fortune Card, ClassicHang Seng Bank
Premier Visa
32.06%Classic MasterCard, ClassicHongkong Bank
Premier Visa
0.89%Overseas Trust Bank Classic Visa, OTB Card, QTB
Gold Card, OTB-JCB Card
OTB-JCB Gold Card
1.30%Classic Visa, Classic GoldShanghai Commercial Bank
MasterCard
11.48%Classic Premier VisaStandard Chartered Bank
2.93%Classic Premier Visa, MycardSun Hung Kai Bank
(Renamed to International Bank of Asia)
ApproximatelyClassic Gold CardAmerican Express
equal share
in the chargeDiners ClubDiners Club
card market
N/ATCG CardJapanese Credit Guarantee
N/AFederal Card, ClassicNanyang Commercial Bank
CTnld MasterCard
N/A: Not available
Source: 1 Credit Card. Choice, February 1986
2 Share of the credit card market, excluding the charge card and
the debit card market, by East Asia Bank Card Centre.
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111.3 Market Profile
III.3.A The Credit Card Industry
In the 1950s and 1960s, credit card operations in Hong Kong were only
limited to tourists and travelling executives. During the 1970s, the credit card
functioned basically as a charge card however, the credit card concept has
gained increasing popularity in Hong Kong since then.
Today, according to industry estimates, the number of Visa cardholders
is roughly 800,000, whereas that of MasterCard is about 200,000. If we define
market penetration as the number of holders against the number of potential
holders, then the market penetration in Hong Kong is approximately 80% to
90%, which is significantly high. Fortunately, the problem of saturation has not
yet arrived, as cardholders in Hong Kong tend to apply for a second or third
card. An industry survey suggests that the average Hong Kong adult holds 1.3
credit cards, compared to the U.S. average of seven3. Marketers agree that the
current market is at the final step of the growth stage. Keen competition in the
marketplace has urged credit card companies to provide incentives such as
premium items, and discounts so as to induce card subscription and usage.
In the U.S., the saturated credit card market has driven the banks to shift
their marketing approach from getting more card subscriptions to increasing card
usage by existing cardholders. For instance, credit card companies tie-in with a
slew of other industries so as to increase their card usage4. Visa card has tied-in
3 Financial Services Marketing: Bank Plays Trump Cards in Credit Fight Advertising Age, August
1987.
4 Credit Cards Banking on `Sponsors', Advertising Age, April 1987.
18
with Holiday Inn such that frequent users of the card get discounts at the hotel
chain. The special card offer was sent to the 1.5 million members of the chain's
Priority Club. In another promotion, Citibank has linked up with American
Airline's Advantage Program the offer was marketed through Citibank. The
banks and sponsoring companies garner advantages. The airlines or hotel chains
get new usage and additional brand loyalty, as well as a fee from the banks. The
banks get new, generally upscale, customers and increased usage, which boosts
revenues through the interest they charge. This affinity marketing development
comes in a market saturated with plastic, as banks face new competition and an
interest rate squeeze.
Current situation of the credit card business in H.K.
Volume in Growth started in 1970
H.K.
1950 1960 1970 1980 1990
III.3.B The Hong Kong University Alumni Association
The Hong Kong University Alumni Association was inaugurated in 1937
by amalgamating the Graduates Association and the University Club. The aim
of the Association is to maintain and foster the bonds of friendship among
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graduates and past students of the University and to afford a means whereby
they may keep in touch with the activities of the University and to assist,
wherever possible, in furthering the interests of the University. The Association
strives to promote cultural, educational, scientific and social activities among its
members and to establish and foster friendly relationships between graduates and
past students of the Hong Kong University and those of other universities. There
are Association branches in South East Asia and in North America. The
Association maintains good relations with the University, Convocation and
undergraduate bodies of the Hong Kong University.
The present premises of the Association are located at 101, Yip Fung
Building, 1/F, D'Aguilar Street in Central. The site is owned by the Association
and has a net area of about 3,300 sq., ft. It consists of a big hall, a bar, a
conference room, dining areas and other facilities. The big hall can be
conveniently partitioned into card rooms and mahjong rooms. The premises are
tastefully decorated and provide a convenient meeting place for talks over
drinks, games, parties, etc. Kitchen facilities serve lunch and dinner to members
and their guests. It is open daily from 11:00 a.m. to midnight all year round,
except during Chinese New Year Holidays. Newspapers, magazines and
periodicals are also provided. In short, the Association provides all the privileges,
conveniences and facilities that a social club would offer to its members and
guests.
The Association also has a private bathing shed at Middle Bay and private
boxes at the Royal Hong Kong Jockey Club at Happy Valley and at Shatin.
Lunch and refreshments are served at the Jockey Club for members and guests.
Each year, the Association organizes a number of social activities. For instance,
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it organized a Water Tour, an Annual Dinner Dance, a Cricket Match, a Macau
Tour and a Tea Party to new graduates last year. Besides, the Association has
instituted a Hong Kong University Alumni Trust Fund under which eight prizes
are awarded to outstanding undergraduates of the Hong Kong University
annually.
At present, the Hong Kong University Alumni Association has a total of




exemptedAssociate Life Member $16,000
less the amount of entrance fee
paid on enrolment as Associate Member
Ordinary Member $1,000 $1,200 p.a.
Associate or Subscribing Member $5,000 $1,200 p.a.
exemptedStudent Member $100 p.a.
New Member (Graduate or past student
who joins the Association within
$1,200 p. a.exemptedi) one year after graduation
$500 $1,200 p.a.ii) two years after graduation
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111.4 Customer Profile Report
III.4.A The Hong Kong University Alumni Association Members
In order to construct a valid customer profile for this research, we
conducted a mail survey on the demographics and psychographics of the members
of the Hong Kong University Alumni Association.
Research Design
Descriptive study design, was conducted and the research was undertaken
for two weeks, from April 1, 1989 to April 14, 1989.
Sampling and Data Collection
In terms of sampling frame, we were able to secure a mailing list of all the
members of the Hong Kong University Alumni Association, and hence every
fourth name on the list was selected after drawing a random start. Of the 400
members, 100 were selected and questionnaires were sent to them. The
questionnaire is shown in Appendix 1. The questionnaire was designed to collect
information with respect to four aspects: 1. whether the members are actively
participating in the functions/facilities offered by the Association, as well as the
degree of satisfaction. 2. the competitors' position in this market, such as the
number of Visa Gold/Platinum cards held by the members, etc. 3. the
demographic information of the alumni association members, such as, income,
age, job nature, etc. 4. the psychographics relating to the members' attitudes
toward their Alma Mater, Hong Kong University. The questionnaire was
accompanied by a cover letter telling the respondents that this research was
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undertaken by two M.B.A. students as a final year research thesis. The cover
letter is shown in Appendix 2. Therefore, this is essentially an undisguised-
structured data collection format.
Results and Findings
Of the 100 questionnaires sent, 34 questionnaires were returned, of which
29 are acceptable and used for data analysis (the other five questionnaires are
either blank or have too many unanswered questions). This represents a
response rate of 29%, which is, an acceptable rate in light of a self-administered
mailing data collection method.
i. Degree of satisfaction and participation
Table 1 shows the degree of participation by the Association members in
the functions organized by the Hong Kong University Alumni Association. The
first column shows the percentage of those who have participated in particular
functions/facilities, while the second column shows participation during the last
year.
This reveals that the most widely used services are the Association
restaurant and meeting room. Approximately 90% and 62% of the members
have used them, respectively. Especially for the association restaurant, the
percentage of members who used it during the last year is as high as 83%.
On the other hand, the least accepted function were the tour to Macau or
picnics organized by the association.
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Table 2 gives the evaluation of the facilities/functions by those who have
ever participated in or used them. Respondents are requested to evaluate the
facilities/functions on a five-point Likert scale, ranging from `Very Satisfactory'
to 'Very Unsatisfactory'.
It can be seen from Table 2 that for three facilities/functions, association
restaurant, meeting room and tour to Macau/picnics, the participants' evaluation
is somewhat positive, ranging from neutral to a bit satisfactory. However, for the
events of annual ball and horse racing box, a significant proportion indicates that
they are not very satisfied.
Table 2 Evaluation on the facilities/functions organized by
the Hong Kong University Alumni Association
VeryVery
Neutral Unsatisfactor y UnsatisfatorySatisfactory Satisfactory
20.0%12.0% 8.0% 0%Restaurant 60.0%
11.1% 22.2% 0.0%Meeting room 0%66.7%
0.0%Tour to Macau/picnic 33.3% 33.3% 0%33.3%
25.0%Annual Ball 50.0% 16.7% 8.3% 0%
26.0% 10.0% 10%Horse racing box 30.0% 30.0%
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Overall speaking, the participation rate in the functions organized by the
Association shows quite varying degrees, with the highest participation rate in the
Alumni restaurant and meeting room and the lowest rate in tour and horse racing
box. Similarly, the degree of satisfaction also varies a lot, with participants
feeling most satisfied with the functions/facilities such as association restaurant,
meeting room and tour to Macau, but less satisfied with the events of annual
ball and horse racing box.
ii. Competitors' positions
Table 3 summarizes the present positions of the competitors. In this
analysis, we have grouped the competitors into four main categories because of
the common nature and image of the card issuers. The four main types are
Visa/Master Ordinary Card, A.E./Diners Club Ordinary Card, Visa/Master
Gold/Platinum Card and the A.E./Diners Club Gold/Platinum Card.
Table 3 Competitors' Positions
Total NoNo 1 2 3No. of Cards
1844.8% 37.9% 13.8% 3.4%Visa/Master Ordinary
2527.6% 48.3% 17.2% 6.9%Visa/Master Gold/Platinum
80%72.4% 24.1% 3.4%A.E./Diners Club Ordinary
1837.9% 51.7% 10.3% 0%A.E./Diners Club Gold/Platinum
Do not possess a credit card= 3.40/1
Average no. of cards= 2.4
The first column in Table 3 records the percentage of members who do
not have that particular card and the other columns report the percentage
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holding one, two and three cards, respectively. The last column shows the
absolute number of cards reported in the four categories. On average, each
member of the Alumni Association possesses approximately 2.4 credit cards.
Table 3 further reveals that the Gold/Platinum cards of the Visa/Master
and A.E./Diners Club cards have higher penetration rates than their ordinary
counterparts. The Visa/Master Platinum/Gold Cards are more widely held than
the A.E./Diners Gold/Platinum Cards, since the percentage of not possessing
these cards is 27.6% and 37.9% respectively.
iii. Demographic information
Summaries of the demographic information of our respondents are shown
in Tables 4 through 10. Table 4 shows the distribution of the membership status
of our sample while Table 5 gives the distribution of respondents' schools of
graduation. It reveals that graduates from the faculties of Arts, Social Science,
Engineering and Medicine constitute the majority of the Hong Kong University
Alumni Association members.




Life member 9 31.0%
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The age distribution, shown in Table 6 below, reveals that the association
members mainly lie in the range of 31 to 50 years old(65.5%). The median is in
the range of 41 to 50 years old.






Mean= 50 Years old
Mode= 39 Years old
The number of years since graduating from Hong Kong University is
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shown in Table 7 below. It tells us that the majority of the members are
graduated within 11 to 20 years(46.2%) and the median is in the range of 21 to
30 years.
Table 7 Demographics- Number of Years since graduation








Table 8 summaries the sex, marital status and occupation information of
the respondents. It shows that the association contains mainly male
members(93.1%), and the majority of members are married(86.2%). With
respect to occupation, the largest sector is from the professional area(58.6%).
By professional, we mean those working in the areas of accounting, engineering,
medicine, dentistry, law, architecture, etc.
28













The earnings of the members are shown in Table 9, in which we can
discover how high the members' pretax incomes are, by recognizing that both the
median and mode are in the range of over H.K.D. 700,000 per annum.







13.8% 37.9%HK$ 600,000- 699,999
100%62.1%Over HK$ 700,000
Median= Over HK$ 700,000
Mode= Over HK$ 700.000
2
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Finally, Table 10 below shows the distribution of Association members
with respect to when they joined the association. It shows that 79.3% of the
members joined the Association within the past 15 years, while 21% of them
joined the Association over 25 years ago. The median is in the range of 11-15
years.
Table 10 Demographics- Number of Years since








Conclusively, the demographic characteristics of the Hong Kong University
Alumni Association members can be summarized as follows. The members are
mainly middle-aged, having graduated about 21 to 30 years ago, and have joined
the Association within the past 15 years they are mainly males and married, with
the largest occupational sector being professionals, followed by business
management, and they possess very high annual incomes.
iv. Psychographics
For the psychographic information, we constructed seven statements
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relating to the Hong Kong University Alumni Association members' attitudes
towards their Alma,Hong Kong Universlty. They are
i. I am always proud of graduating from H.K.U. (PROUD)
ii. If possible, I would like to contribute something to my mother school,
H.K.U. (CONTRIB)
iii. I will encourage my children to study in H.K.U. instead of overseas
universities. (INHKU)
iv. I believe that H.K.U.s academic status will continue to improve.
(IMPROVE)
v. If time could be reversed, I would choose overseas universities instead
of H.K.U. (OVERSEA)
vi. I have become an Alumni member in order to show my loyalty to my
mother school, H.K.U. (LOYAL)
vii. If time could be reversed, I would choose C.U.H.K. instead of
H.K.U.(CUHK)
The respondents are requested to state whether they agree or disagree
with the statements by choosing one of the five-point Likert scale answers.5
In analyzing the data, we employed the technique of factor analysis. The
correlation matrix for these seven statements is given in Appendix III.
5 Question 9 of the questionnaire, Appendix II.
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Furthermore, by using the Principal Components Analysis6, the Eigenvalues for
the factors and the percentage of variance are shown in Appendix IV. It shows
that if we retain three factors, the total percentage of variance explained by these
three factors is about 75.2%, and this seems to be an acceptable rate hence, we
retain these three factors for our seven statements to describe the Association
members' attitudes. Moreover, the factor loadings for the three factors are
shown in Appendix V.
Finally, the three factors are clearly defined by adopting the Varimax
orthogonal rotation method7. The rotated factor matrix is shown in Table 11
below.
Table 11 Rotated Factor Matrix for the 7 Statements defined by 3 factors








Factor 1 is composed of the four statements CONTRIB, INHKU,
6 The objective of a principal componentsanalysis is to transform a set of interrelated variables into
a set of unrelated linear combination of these variables. The set of linear combinations is chosen so that
each of the linear combinations accounts for a decreasing proportion of the variance in the original variables.
Gilbert A. Churchill, Jr., Marketing Research- Methodological Foundations, 4th Edition, 1987.
7 This technique attempts to minimize the number of variables that have high loading son a factor.
This should enhance the interpretability of the factors. Also by Churchill.
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IMPROVE, and LOYAL in light of the highly correlated responses to these
four statements, we define a variable called SENSE, i.e., the sense of belonging,
which is defined as the average score of these four statements. The higher this
score, the stronger the sense of belonging or loyalty of the respondent to his/her
Alma Mater, University of Hong Kong.
Similarly, factor 2 is defined as VALUE, because we interpret the
statements OVERSEA and CUHK as the respondent's own evaluation of his/her
experience with H.K.U. university life. VALUE is also defined as the average
of these two statements. Hence, the higher the score, the more the respondent
values his/her university life.
Lastly, the statement PROUD alone constitutes the final factor and we
call it PRIDE because the variable depicts how proud the respondent feels about
graduating from the University of Hong Kong.
The scores of these three factors are shown in Table 12 below. It shows
that for SENSE, i.e., the sense of belonging, the respondents show a neutral to
slightly negative evaluation `Negative' captures 20.8%, `Positive' captures 12.5%
and `Neutral' accounts for 50%. For the second factor (VALUE), the
respondents, in general, place a very high value on their university life at H.K.U.
This is reflected, by the percentage of respondents choosing the categories
`Strongly Positive' (48%) and `Positive' (36%). The last factor, PRIDE, reveals
that the Hong Kong University Alumni Association members are very proud of
graduating from University of Hong Kong, since 65.4% and 19.2% responded in
the `Strongly positive' and `Positive' categories respectively.
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In order to explore whether the Association members' attitudes are
attributable to their demographics, we have prepared the following cross
tabulation analysis (Tables 13 to 21).
Table 13 below shows the cross tabulation of SENSE by age the
frequencies and column percentages are also included. From the column
percentages for each age range, we discover that the members of the age group
over 60 give much more positive responses for the variable SENSE this is seen
by noting the higher percentage of responses falling into the `Strongly Positive'
category. However, those in the range of 41 to 50 years and 31 to 40 years show
less positive attitudes.
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Table 13 Cross Tabulation- SENSE by Age







Table 14 is the cross tabulation analysis of VALUE by age. In this case,
among the younger age groups, there is no substantial difference in their attitudes
in terms of valuation of life at the University of (long Kong however, the oldest
vrou (over 60) shows a slightly less positive attitude.
Table 14 Cross Tabulation- VALUE by Age






The cross tabulation of the third factor, PRIDE, against age is given in
Table 15 below. The results are very similar to those of Table 14, i.e., not much
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difference among the younger age groups, except that the oldest age group shows
the most positive response now.
Table 15 Cross Tabulation- PRIDE by Age





Table 16 is the cross tabulation analysis of SENSE by the number of years
since graduation from the University of Hong Kong it is, as expected, very
similar to the cross tabulation of SENSE by age, in which the later the graduation
year (i.e., the younger the respondent), the less positive response the respondent
has.
Table 16 Cross Tabulation- SENSE by Number of Years since Graduation






4.2%(1) 16.7%(4) 4.2%(1) 29.2%(7) 41.7%(10)Column Total
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Tables 17 and 18 present the cross tabulation analyses of the two factors
VALUE and PRIDE by the number of years since graduation. No substantial
difference is detected in terms of the members' attitudes on these two factors by
number of years since graduation.
Table 17 Cross Tabulation- VALUE by Number of Years since Graduation






4%(1) 16%(4) 4%(1) 24%(6) 44%(11)Column Total
Table 18 Cross Tabulation- PRIDE by Number of Years since Graduation




3.8%(1)' 15.4%(4) 3.8%(1) 26.9%(7) 46.2%(12)Column Total
Table 19 reports the cross tabulation analysis of SENSE by school of
graduation. It shows that members from the Medicine and Arts faculties have
37
the most positive attitudes, i.e., strongest sense of belonging. Those from the
Social Science faculty show less positive attitudes. Moreover, Engineering
graduates show diverse attitudes.
Table 19 Cross Tabulation- SENSE by School of Graduation






4 2 4 1 61 5 1Column Total
16.7% 8.3% 16.7% 4.2% 25%4.2% 20.8% 4.2%
The VALUE by School of graduation cross tabulation analysis is shown
in Table 20, which shows a result very similar to that of Table 19. The members
from the Medicine and Arts faculties have more positive attitudes, i.e., place the
highest values on university life at H.K.U., as compared to those from the Social
Science faculty.
Table 20 Cross Tabulation- VALUE by School of Graduation
Others Arts Education Engineering Law Medicine Sci. Soc. Sci





1 6 1 4 2 4 1 6Column Total .... ..w....... .si w /M nM 7 /M AM 1 AR,4yo 21.1/0 4.L/o 1611/0 ZS/o 1b/o 4% L4 /o
For the cross tabulation of PRIDE by school of graduation, we have
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prepared Table 21, which gives a slightly different picture from the two analyses
in Tables 19 and 20. Now, the members showing the most positive responses
(i.e., feel most proud of graduating from the University of Hong Kong) are the
Medicine and Engineering graduates, but the Arts, Law and Social Science
graduates show a somewhat less positive response. Table 21 is given below.
Table 21 Cross Tabulation- PRIDE by School of Graduation
Arts Education Engineering Law Medicine Sci. Soc. Sci
33% 100% 100% 50%75%100%50%Strongly Positive
16.7%25%25%33.3%Positive
33.3%33.3%16.7%Neutral
6 1 4 3 5 1 6Column Total
23.1% 3.8% 15.4% 11.5% 19.2% 3.8% 23.11%
In conclusion, in this section, we have defined three factors describing the
Hong Kong University Alumni Association members' attitudes toward their Alma
Mater. They are SENSE-- sense of belonging, VALUE-- valuation of university
life at the University of Hong Kong, and PRIDE-- proud of graduating from the
University of Hong Kong. In general, the members show a neutral to slightly
negative attitude toward the factor SENSE, and a very positive attitude toward
the other two factors, VALUE and PRIDE.
Finally, some cross tabulation analyses have been carried out and we have
also identified some attitude differences related to demographics such as age,
number of years since graduation, and school of graduation.
III.4.B Hong Kong University Graduating Students
We decided to study the employment situations of the Hong Kong
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University fresh graduates. We believe that employment information relating to
fresh graduates is important because they represent the potential customers of the
Alumni Card, as they are eligible to join the Hong Kong University Alumni
Association.
We have obtained two survey reports, conducted in 1987 and 1986, on the
employment statistics of the University of Hong Kong graduates. These reports
are published by the Appointment Service of the University of Hong Kong and
they analyze the job market situation with respect to the appointment distribution
by economic sectors, salaries offered, time offers received, etc. In light of these
analyses, we have extracted two tables which are pertinent to our research. They
are tabulated in Tables 22 and 23. Table 22 reports the number of graduates
from each faculty in 1987 and 1986. This information is useful to us because it
tells us the potential number of new members of the Hong Kong University
Alumni Association.
In 1987, about 1,700 students graduated from the University of Hong
Kong. Table 23 gives us the starting salaries of the Hong Kong University fresh
graduates in 1987 and 1986, respectively it shows that the mean annual incomes
for the fresh graduates in 1987 and 1986 were HK$ 71,000 and 60,000,
respectively.
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Table 23 Annual Starting Salaries of the Fresh Graduates








We have identified two potential market segments for the Alumni Card.
They are, namely, graduating students of the University of Hong Kong, and the
existing members of the Hong Kong University Alumni Association.
IV.1 Graduating Students
Every year, there are about 1,7008 graduates from the University of Hong
Kong. Since they are all eligible to join the Hong Kong University Alumni
Association, they represent a very large potential market for the Alumni Card.
The annual starting salary of this market segment averages about HK$ 71,000.
IV.2 Existing Hong Kong University Alumni Association Members
The second market segment for the Alumni Card is composed of the
existing members of the Hong Kong University Alumni Association. There are
about 400 members. The demographic information of these members has been
discussed in the customer profile report. Although in aggregate they do not show
a particularly strong sense of belonging, those members coming from some
faculties like Medicine and Arts, as well as older members, do indeed show a
stronger sense of belonging. On the other hand, attitudes towards the value,of
university life and pride are fairly strong. Moreover, they are reported to possess
0 Please read the Customer Profile Report, section 111.4
42
very high annual incomes.
In launching the Alumni Card to the Hong Kong University Alumni
Association, we have chosen the existing Association members as our target
market segment. There are several reasons:
i. The existing Association members have very high annual incomes. Many
of them are working in the professional and management areas. Therefore, they
are able to apply for some high profile credit cards such as gold or platinum
cards, and they have the ability to spend lots of money by using the credit cards,
thus generating more revenue for the card issuers.
ii. Final year students do not automatically become Hong Kong University
Alumni Association members, and many of them do not actually join the
Association annually. If we choose this market segment as our target, we have
to spend a great deal of effort and money to recruit them to join the Hong Kong
University Alumni Association, thus becoming eligible for our card. The costs
incurred are of great concern to the card issuer.
iii. As fresh graduates, although they may not possess credit cards and
hence have high potentials to apply for the Alumni Card, their annual incomes
(Average HK$ 71,000) are much lower than those of existing Association
members (Average over HK$ 700,000) hence, their spending abilities and habits




To launch the Alumni Card exclusively to the members of the Hong Kong
University Alumni Association, we proposed a two-phase marketing campaign.
Therefore, we have specified two marketing objectives.
V.1 Phase I- Market Penetration Stage
In this phase, our marketing objective is to penetrate the targeted market
segment, i.e., the affluent members of the Hong Kong University Alumni
Association. We have set the targeted number of applicants at 120, i.e., 30% of
the potential market, plus 80 subsidiary cards for the spouses of the applicants.
V.2 Phase II- Card Usage Boosting Stage
The marketing objective for this phase is to boost the usage of the Alumni






It was previously mentioned that the Hong Kong University Alumni
Association members are very proud of graduating from the University of Hong
Kong, and their earning power is quite high. Also, based on the three profile
reports we have prepared, i.e., the competitor profile, market profile, and the
customer profile, we may now define the product.
VI.1.A Product Features
We have defined the Alumni Card as having the following features:
i. It is being issued under the brand name of Visa Platinum Card.
ii. Since the Alumni Card is a Visa Platinum Card, it is internationally
accepted and can be used all over the world by those merchants who
accept the Visa card (Over 5.8 million establishments worldwide and
25,000 in Hong Kong).
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iii. It is a credit card providing credit facilities, i.e., credit roll-over and
O/D are allowed. A substantial credit limit is offered, which is based on
income and other personal resources.
iv. Only members of the Hong Kong University Alumni Association are
eligible to apply for the Alumni Card, and only one subsidiary card for the
spouse may be issued to the cardholder.
v. The design is as follows: the picture of the Hong Kong University Main
Building appears on the front side of the card (the Main Building has
long been viewed as the symbol and prestige of the University of Hong
Kong). The logo of the Visa card is placed on the lower right hand corner.
On the back of card, the name of the card issuer will be given as well as
the following statement,
`This Alumni Platinum Card is exclusively issued to the Alumni of
the most prestigious and esteemed University of Hong Kong'
vi. The members are encouraged to use their cards for facilities/functions
of the Hong Kong University Alumni Association such as Association
restaurant and bath shed, etc. Payments and reservations for functions
organized by the Hong Kong University Alumni Association can also be
made by phone.
vii. For every transaction using the Alumni Card, a 0.2% royalty fee will
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be given to the Hong Kong University Alumni Association as a form of
support to the Alumni Association this fosters the development of the
Association, which in turn will benefit the cardholder himself. This royal
fee will be charged to the card issuer, not to the cardholders themselves.
viii. Other features include:
- 100% protection for lost or stolen cards.
- Satisfaction Guarantees.
- Free Travel Insurance.
- Hotel Reservation Services.
- Visa Travel Service Centres.
- No-commission Travellers Cheque and Gift Cheques.
- Cash Fast-Worldwide.
VI.2 Pricing Strategy
To achieve the image of prestige and success for the University Alumni
Credit Card, premium pricing is employed. Using the current Premier Visa
Card pricing as a reference, the entrance fee for our product is set at HK$1,200
and the annual fees for the principal and his/her spouse are set at HK$800 and
HK$600 respectively. The target response rate for card solicitation is 30% of the
total membership of the Association. Of these 120 principal subscriptions, it is
assumed that 80 will apply for a subsidiary card for their spouses. The revenue
derived from the entrance fee, HK$1,200 x 120= HK$144,00, will be used to
cover all the costs that are incurred during the card launch and issuance process.
The revenues derived from the annual fees of the credit card will be:.
47
(HK$800 X 120)+ (HK$600 X 80)= HK$144,000
The amount will be used to cover all the operating and administrative
costs of the credit card facilities.
VI.3 Promotion Strategy
The promotion for the University Alumni Credit Card will be conducted
in two phases, namely, the Market Penetration stage and the Card Usage
Boosting stage.
The Market Penetration stage is set to be a 3-month period starting in
September 1989. The objective of this stage is to achieve a market penetration
of 30%, that is, 120 principal card subscriptions and 80 subsidiary
card subscriptions. Announcements of the new product launch will be placed in
full, front page ads of the South China Morning Post and the Convocation
Newsletter, published by the Hong Kong University, in late August. The purpose
of the announcements is to promote the image of prestige, recognition and
success achieved by the Hong Kong University Alumni Association members in
the society and the way they are contributing to the Alumni Association of their
Alma Mater through subscribing to the University Alumni Credit Card. To
supplement the print ads, a special Alumni Association President issue will be
published and sent to the Association members to address the addition to the
Association's facilities and benefits. Posters will be put up on the streets, on the
University grounds and at the Association premises to arouse awareness. The
card application packages will be mailed so that the Association members will
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receive them on the day after the product announcement, for maximum
promotional impact. The package will include an invitation letter from the
Association President and the Bank, a list of all the product features and benefits,
and an application form. To provide greater incentive for application, applicants
will receive a personalized leather desk set decorated with the University emblem
as gifts. The recognition and old school tie will hopefully ensure the effectiveness
of the premium incentive.
During the 3-month market penetration period, print ads will be placed
on the front page of the Convocation Newsletter every month. The message of
the ads is aimed at promoting the image of prestige, recognition and success of
the University Alumni Credit Card. In addition, promises of card benefits will
be delivered and Alumni members are urged to `Act Now'.
Following the market penetration stage, a 2-month Card Usage Boosting
stage will begin in December. The objective of this stage is to achieve user
preference in terms of volume of transaction. Assuming that a cardholder will
perform transactions on 80% of the days in a 30-day period and he/she would
charge half of the transactions which are averaged at HK$500 each, on the
University Alumni Credit Card, then the targeted transaction volume per
cardholder is HK$6,000 per month.
Given that the commission rate from retail merchants is 5% and the
royalty to the Hong Kong University Alumni Association is 0.1%, the expected
annual profit can be derived as follows:
$500 X 24 X 50% X 200 X (5%- 0.1%)= HK$58,80
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The timing of the Card Usage Boosting stage is chosen to match with the
holiday spending season. Consumers' shopping and entertainment expenses are
highest during the months of December and January.* To develop user preference
for our credit card, catalog selling of holiday gifts will be presented. Cardholders
will be encouraged to charge their membership fees for the coming year and the
admission fees to the Annual Dinner Dance, which is held in late December, on
our credit card by phone. The convenience of charging any of their transactions
with the Association by phone will be emphasized at this stage. To provide an
incentive for card usage, a gold-plated car plate of the University emblem will be
given to cardholders whose spending exceeds HK$30,000 during this two-month
period.
Above all, the promotion of the University Alumni Credit Card will be
strengthened by the display of pamphlets and application forms on the
Association premises, at the Hong Kong University, the Association's private
bathing shed in Middle Bay, and private boxes at the Royal Hong Kong Jockey
Club in Happy Valley and Shatin.
VIA Distribution Strategy
Direct mailing is used to distribute card application packages to the
Association members. The promotion is reinforced by displaying pamphlets and
application forms in distribution channels including the Association premises, the
Hong Kong University, the Association's private bathing shed at Middle Bay and
private boxes at the Royal Hong Kong Jockey Club in Happy Valley and Shatin.
The social activities organized by the Association represent a good channel for




VII.l Phase I Control
After completion of the first phase of the marketing campaign, the
penetration stage, evaluation is necessary in order to compare the results of the
marketing plan with our predetermined target so that corrective action can be
taken to ensure that the marketing objective is achieved.
At the end of the first phase, the card issuer's own Marketing Information
System (MIS) can provide the results of the marketing penetration phase. The
primary data to be extracted from the MIS include the number of card applicants,
number of cards issued, card usage frequencies and the volume of transactions,
the extent of credit facilities being used, and the location of transactions. All of
the above are of interest to the management. The main focus in this stage is on
the number of applicants and quality of applicants.
These data provide the basic measure of the achievement of the phase I
marketing campaign it is subsequently compared with the predetermined
performance standard. If we find that we cannot meet the pre-determined
marketing objective, the results9 may be used to revise the proposed set of
objectives and strategies. Proper actions are then required to amend the
situation or even redefine the marketing objective, as required.
9 The feed-back loop control mechanism is diagrammatically presented in Appendix VI,
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VII.2 Phase II Control
The evaluation of this phase is accomplished through use of a marketing
information system and marketing research.
L Marketing Information System
Since the primary objective of the marketing campaign for the second
phase is to encourage cardholders to use the card more frequently and hence
develop the habit of using the Alumni Card, the main focus of the control process
will be on the volume and frequencies, as well as the locations, of transactions.
The evaluations will be made on a monthly basis during this phase and will be
closely monitored by top management.
ii. Marketing Research
Small scale marketing research will be carried out to understand the
cardholders' acceptance of the Alumni Card, this will serve to understand how
the cardholders feel about holding the Alumni Card. This will also help
managers understand why the target was/was not met.
Similar to the control mechanism as discussed in the last section, the
results will also be compared with the targets and fed back to assess and revise
the marketing objectives, if necessary.
In conclusion, a marketing control system is important for the card issuer
not only to assess the results of the marketing campaigns, but also to ensure that





By strategically positioning the University Alumni Credit Card as an
official membership service, the card issuer can parlay membership loyalty to the
Hong Kong University Alumni Association into a receptive audience for its own
card offering. The key to increasing the response rate to credit card solicitations
lies in the ability of the card package in helping the association to fulfil the
expectations of the members and maintain continuity of image and purpose.
With a unique affinity card package, the bank can readily establish an affluent
customer base. On the other hand, an affinity card enhances the sense of
belonging to the Alumni Association and also helps it to grow by increased
revenue through sales royalty.
The Hong Kong University Alumni Card has its strengths and weaknesses.
It symbolizes prestige and recognition in society and offers extra convenience.
Only members of the Hong Kong University Alumni Association are eligible to
apply for the Alumni Card, and only one subsidiary card for the spouse may be
issued to the cardholder. The cardholders can make reservations or charge
services associated with the Hong Kong University Alumni Association using the
card. In addition, the Alumni Card is internationally accepted and offers a
substantial credit limit to the cardholders. On the other hand, the small potential
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customer base, and thus the lack of mass media promotional channels such as TV
or radio form the major weaknesses of the card.
On identifying the target market segment, marketing objectives are set to
capture the opportunities. The marketing campaign is composed of two phases,
namely, Market Penetration Stage, and Card Usage Boosting Stage. In the first
phase, the marketing objective is to penetrate the market segment and achieve
120 principal and 80 subsidiary card subscriptions. In the second phase, the
marketing objective is to achieve a transaction volume of H.K.$ 6,000 per month
per cardholder. Premium pricing is employed to match with the high profile of
the target customers. Revenues derived from entrance and annual fees of the
credit card are used to cover the card issuance and operating costs, respectively.
Promotional activities and distribution channels are planned to achieve the
respective marketing objective at each stage.
Lastly, a control mechanism is implemented to evaluate the success of the
marketing campaign. The better the Alumni Card is able to meet its customers'
needs, the stronger the position it will hold in the market and the higher the
chance for its success in the future.
APPENDIX I.





We are a group of two M.B.A. students of the Chinese University of Hong Kong
We are now undertaking a graduation research project on The Marketing Plan foi
Launching an University Alumni Credit Card in Hong Kong.
To construct a valid customer profile, we have to collect demographic and
psychographic data from Hong Kong University Alumni Association members. We
would be much obliged if you can complete the enclosed questionnaire and return it to
us in one week. A postage paid return envelop is enclosed with this letter for your
convenience.
If you have any queries, please do not hesitate to contact us at 0-6910141-4 (Rm.
901 or L109B).




Please read each question carefully and indicate your response.
1. When did you graduate from H.K.U.?(If applicable)
MonthYear
2. When did you join the H.K.U. Alumni Association?
MonthYear
From now on, please indicate your response by putting a tick in the appropriate box.

















5. What facilities or functions organized by the H.K.U. Alumni Association have you ever enjoyed?






6. During the past year, what facilities or functions organized by the H.K.U. Alumni Association did you
enjoy?






27. How do you evaluate the following facilities or functions organized by the H.K.U. Alumni Association?















NumberAmerican Express/Diners Club(Ordinary card)
NumberAmerican Express/Diners Club(Gold/Platinum)
Do not possess a credit card
NumbeOthers, please specify
9. Do you agree or disagree with the following statements'! (Answer it applicanie)
StronglyStrongly
disagreeagree
I am always proud of graduating from H.K. U
If possible, I would like to contribute
something to my mother school, H.K.U.
I will encourage my children to study in
H.K.U. instead of overseas universities.
I believe that H.K.U.'s academic status
will continue to improve.
3StronglyStrongly
disagreeagree
If time can be reversed, I will choose
overseas universities instead of H.K.U.
I have become an Alumni member in order
to show my loyalty to my mother school, H.K.U
If time can be reversed, I will choose
C.U.H.K. instead of H.K.U.
10. What is your age?
11. What is your sex?
12. What is your current marital status?
marriedseparatedsingle
widoweddivoirced




Professional( Accounting, Dentistry, Medicine, Engineering, Law and
Architectural)
Others, please specify








HKD $700,000 or more
Thank you for your cooperation!
Please return the completed questionnaire by using the enclosed return envelope.
APPENDIX III.












Factor Analysis- Principal Components analysis
Initial statistics:












Factor Loadings for the Three Factor
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